Abstract: Effective internal communication is crucial for organisations' success as it affects the ability of strategic managers to engage employees and achieve objectives. At the end of year 2013, over 90% of Fortune 500 companies had partially or fully implemented an enterprise social network within their organisation (Fee, 2013) . As the knowledge shared over enterprise social networking has been proven to have a significant positive impact on work performance. It should be in every organisation's best interest to utilise this tool to its maximum potential. The research aims to examine the impact of internal communication and enterprise social networking. This was tested through the formation of eight sub-hypothesis and analysis of data from the survey. The study showed that there were positive correlations between each of the key success factors of using enterprise social networking and internal communication. This implies that enterprise social networking is a tool which can be utilised to improve internal communication between employees.
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Introduction
Throughout history, performance measures have been used to assess the success of organisations (Kennerley and Neely, 2003) . In the Middle Ages assessment of performance has mainly been centred on financial criteria (Bruns, 1998) ; however, by the start of the twentieth century, organisations had changed in a way where management and ownership were no longer integrated. This resulted in developing return of investment measures so business owners could monitor the performance of managers (Johnson, 1983) . Greener (2000) states that, there is a proof that an effective employee communication benefits the company and improves performance. It can help an organisation to survive and increase the security and commitment of employees within the company. It is clear that if an organisation is to sustain or improve business performance, communication is a critical factor. It is essential that managers are utilising tools such as face-to-face discussions, social media and newsletters in order to communicate effectively with employees.
Internal communication within organisations
Internal communication happens constantly within organisations and can include informal chat as well as managed communication. Alternative keywords are used in the literature including corporate communication, internal relations, employee communication, employee relations, internal public relations and staff communication (Welch and Jackson, 2007) . Quirke (2008) states that "the role of internal communication is to illuminate the connections between different pieces of information and its main job is to provide employees with the information they need to do their job".
It has been proven in literature that when employees perceive that they are getting information from management that is timely, accurate, and relevant, they are most likely to feel less vulnerable and more ably to rely on their co-workers and supervisors (Thomas et al., 2009 ). The process of internal communication can be seen in the model (see Figure 1 ). The basic elements of the model are: information source, encoder, message, channel, information receiver, decoder and noise (Berlo, 1960) . The model has underpinned a great deal of organisation communication research on such aspects of communication channels (Kelly, 2000) . Proctor and Doukakis (2003) found that poor internal communication was seen as a key driver of negative feelings among employees, the types of communication within the study included traditional methods such as interpersonal face-to-face and meetings. However, recent technological advances have shifted organisational communication from these conventional channels to companywide social networking platforms (Huang et al., 2013) . The use of social media in organisations has had profound implications on improving internal communication; the use of these networks allows for multiple voices as well as targeted communication, simultaneous wider reach and richness and combined consumption and production of rhetorical content.
Internal communication channels
There are many different channels communicators can choose to use when engaging with an audience, each having a distinct impact. BAE systems (Open Road, 2011) conducted a research exercise into best practice of internal communication among fifteen large organisations. One of the main aims was to discover the most efficient channels for internal communications. These channels are split into four main categories:
• Newsletters: every single organisation in the research study had an internal newsletter or staff magazine -only two had a purely electronic version. Newsletters mainly focus on company news and information.
• Technology: technology channels range from company intranets, e-mail, text messages and plasma screens. In all cases, the company intranet was used as an information hub. Also use of e-mail was not considered a great way internally communicating due to their limited utility. The report stated that social media was become increasingly used by employees, but there was a heavy reluctance from senior management.
• Face-to-face: every company involved with the study agreed that face-to-face meetings are the best channels for communicating with employees. A typical employee within an organisation will attend a weekly team meeting and possibly a monthly team briefing.
• Evaluation: all the companies spoken to use a form of evaluation. This is to measure the effectiveness of functions and processes within an organisation.
To make the internal communications function more efficient, it would be interesting to see if the following channels could be integrated into one system by using an internal social networking platform. This would be a curious area of future study. Verghese (2012) designed a template which allows a communicator to select the right channel for the purpose and audience (see Table 1 ). The template shows the various channels of internal communications and includes the audience, frequency, content and measurement. The information on the company intranet channel could potentially be extremely useful when measuring the success of the social network within the case company, i.e., the page views, usage data, surveys.
Electronic internal communication within organisations
The implementation of social networking in organisations has profound implications for communication-based processes in organisations which can result in many opportunities and challenges for businesses; these are explored in the journal Enterprise Social Media: Challenges and Opportunities for Organisation Communication and Collaboration (Osch et al., 2015) . The interviewees stated that using ESN influenced social capital essentially providing a 'yellow pages', allowed employees to work across boundaries, directed employees attention to information relevant across the organisation and the data produced by ESN can be used to help understand and improve information sharing and interaction in the workplace.
However, challenges include: lacking of overall utility for explicit coordination and collaboration, social networks are also formed around groups -these can differ significantly from teams as their activities are largely citizenship. Many strategies for adoption of social networks have proven to be counterproductive and undermine motivation to use the networks. Lack of governance and control has also been highlighted as a significant challenge to manage brand identify and preventing public relations crisis (Osch et al., 2015) . The company where the employee interviews had not been stated, but the opportunities and challenges presented would be applicable for any social network within various industries -making it relevant to Yammer in the case company.
Smith (2008) discusses how it is crucial to get the content right online in order to engage the audience. The suggestions that made a good read included: news, policies, procedures, FAQs, interactive training, work portal integration, bottom-line figures, health and safety matters, instant messaging, integrated e-mail, personalisation and region directories. The listed topics are all factors that can be included within the communications framework to be designed in order to engage employees more effectively over enterprise social networks. 
Figure 2 Applications of ESN tools
Source: Silva (2013) 
Enterprise social networks
As discussed throughout the literature so far, social media is becoming more popular with organisations as a tool to improve internal communications. This section of the literature investigates the role enterprise social networking has in cooperation's, the different functionalities of the various available tools and the risks associated with using them.
These are all crucial areas to analyse in order to support the assessment as to whether the adoption of enterprise social networking has been successful within the case company. The case company uses Yammer, which is now used by over 100,000 companies with a user base of four million (Chatter Labs, 2015).
Enterprise social network adoption model
Nowadays, there is a broad understanding of the opportunities and risks associated with adopting an enterprise social network within an organisation; the next step is to analyse the technology and conditions required in order for it to suit the business. There are multiple adoption dimensions that need to be taken into account. However, these differ depending on the organisation (Turban et al., 2011) . The dimensions have been adopted into the table (see Table 2 ). a the opportunity that is driven by the fit between the target tasks and available technology b the organisation factors that need to be considered in the adoption decision.
The developed framework has been adopted into a model displaying the involvement within each stage.
Methods

Research case study
Star 1 is an organisation in the UK that employs 161,000 employees. It uses Yammer as an ESN tool to improve its internal communication. According to the literature, it would be expected to have more than 24,000 members signed up. However, less than 8% of employees have actively participated in activities over Yammer.
This raises the research question as to whether the adoption and integration of enterprise social networking as a collaboration and knowledge sharing tool within Star 1 has been successful. 
Research model and hypotheses
The designed survey aims to meet the research objectives set out in the proposal of: assessing how successfully Yammer had been adopted within the organisation as an internal communication tool and the impact of enterprise social networking on internal communication, by testing the following hypotheses:
H1
There is a significant relationship between enterprise social networking and internal communications.
H1.1 There is a significant relationship between functionality and employees engagement.
H1.2 There is a significant relationship between functionality and collaboration.
H1.3 There is a significant relationship between system leadership and employees engagement.
H1.4 There is a significant relationship between system leadership and collaboration.
H1.5 There is a significant relationship between system quality and employees engagement.
H1.6 There is a significant relationship between system quality and collaboration.
H1.7 There is a significant relationship between information quality and employees engagement.
H1.8 There is a significant relationship between information quality and collaboration.
The hypotheses are presented in the framework below, showing the links between the criteria of enterprise social networking against internal communication.
Data analysis and results
Research sample analysis
When validating the study sample, it was essential to remove any results which were deemed as invalid to make sure data was as accurate as possible. Only the electronic copies are included within the research sample, due the risk of paper-based copies being biased towards using Yammer. Therefore, a total of 176 participants were included within the study sample. The main demographic information gathered from the research population include gender, age, employment status, whether they have access to yammer, have access from a mobile of device and their frequency of use. As seen in the table, 85 females and 91 males took part with the research questionnaire, almost an equal split. The most frequent age demographic was 25 to 34, which is 34.7% of the population; followed closely by 18 to 24, 35 to 44 and 45 to 54. However, only two participants of the survey were 65 or older, this would be expected due to lack of interest/knowledge in using social networking platforms. The most occurring employment status of the research sample was full time with a total of 139 participants, whereas 37 were part time. 
Hypotheses testing
Functionality
The first area of analysis aims to test the first two hypotheses as to whether the functionality of using Yammer has an impact on internal communication. From the literature, the different functionalities that Yammer aims to achieve were identified as a key success factor for using the network. As shown in Table 4 , the results indicated that there is a significant effect and a statistically strong relationship between functionality and employees engagement (F (35, 140) = 5.814, p = .000), as well as, between functionality and collaboration (F (35, 140) = 8.198, p = .000).
System leadership
The second area of analysis aims to identify whether the system leadership of enterprise social networking has an impact on internal communication, by testing Hypothesis 1.3 and 1.4. This primarily focuses on whether the management, training and resource aspects impact the usage of Yammer. As shown in Table 4 , the results indicated that there is a significant effect and a statistically strong relationship between system leadership and employees engagement (F (18, 157) = 5.674, p = .000) and between system leadership and collaboration (F (18, 157) = 2.825, p = .000).
System quality
The third area of analysis aims to identify whether the system quality of enterprise social networking has an impact on internal communication, by testing Hypothesis 1.5 and 1.6. This primarily focuses on whether the ease of use, navigation and signing up/forgetting password process impacts the usage of Yammer. As shown in Table 4 , the results indicated that there is a significant effect and a statistically strong relationship between system quality and employees engagement (F (29, 146) = 2.537, p = .000) and between system quality and collaboration (F (29, 146) = 3.772, p = .000).
Information quality
The final area of analysis aims to identify whether the information quality of enterprise social networking has an impact on internal communication, by testing Hypothesis 1.7 and 1.8. This primarily focuses on whether the information content and quality impacts internal communication on Yammer. As shown in Table 4 , the results indicated that there is a significant effect and a statistically strong relationship between information quality and employees engagement (F (29, 146) = 2.537, p = .000) and between information quality and collaboration (F (6, 169) = 30.145, p = .000).
Internal communication framework
As a result of the secondary and primary data analysis, an internal communication framework has been designed to be used as a management tool for implementing successful internal communication practice on enterprise social networks. This framework has been designed from combining the primary and secondary research collected throughout this research. This includes the communication models, framework and best practice within organisations analysed within the literature review and results from the data analysis within the case company. Elements of the framework have been labelled and are explained below. The first element (internal communication) is the basis of the framework. This primarily includes the factors of traditional internal communication, which are then integrated with the factors of enterprise social network adoption. The four criteria within the internal communication element have been identified from analysis of Power's and Rienstra's (1999), Verghese's (2012) and Melcrum's (2015) communication models and the data analysis. Melcrum's framework suggests several activities as the basis for implementing traditional communication, which includes knowing the audience you're targeting -this ensures that communication meets the needs of stakeholder group. The individual communicating must understand any issues and concerns of the target audience in order to connect the different functional areas of a business together. Frequency relates to the regularity of the communication being conveyed, Verghese (2012) states that internal communication on social networks should occur every day in order to consistently engage employees. Frequency was also identified in the primary data analysis as a key indicator of users wanting to use social network for internal communication. Frequency also relates into timing, which is ensuring that the communication is posted at optimal times when the most users are online at once, achieving the highest levels of exposure. According to Melcrum (2015) , measurement is the key to ensuring internal communication is achieving its maximum reach and potential when engaging employees, Verghese suggests methods of measurement which include: analysis of page views, usage data, internal comms survey and number of comments.
The final factor is leadership. This is ensuring that the managers are capable and responsible communicators within their teams.
The second key element in the middle area of the framework is enterprise social network adoption. Enterprise social networking was selected from the beginning of this research as a tool to improve internal communication within organisation. The factors that make up this element were firstly identified from the literature review as the key success factors of using enterprise social networking as an internal communication tool. These factors were then tested in the primary data to see if they impacted employees' engagement and collaboration. As seen in the results of the data analysis, all the hypothesis in relation to these factors were tested to have a significant positive impact on internal communication, therefore they have all been included within this framework.
Functionality is described by Turban et al. (2011) , as the key functional areas that an enterprise social network should be providing such as being used as a tool for communication, information sharing, knowledge management and problem solving activities. In order to adopt and utilise enterprise social networking usage effectively, the functionalities should be implemented as methods of communicating with employees, i.e., to share information or solve problems.
The second factor of adoption is the system leadership aspects, this means that the leaders responsible for communicating with their teams are encouraging employees to want to use the network, providing training if necessary and demonstrating how to access and use the software properly for communication.
Thirdly is the system quality factor, the project team managing enterprise social networking usage within organisations need to ensure that it is a simple process to be able to reset passwords, navigation around the website is straight forward, groups are defined and signing up to use the website is easy to do.
Finally is the information quality factor, this is highlighted as a key indicator for successfully communicating over enterprise social networking by making sure the communicator is posting relevant content that is engaging and appealing to the audience, such as news, results, performance and appraisal.
Factors communication strategy and organisational values have been identified from the literature as methods of shaping internal communication within an organisation (Melcrum, 2015) . The communication strategy should be objective based and measured using SMART criteria, and the objective should be in alignment with the organisation values. For example in the case company the objectives could be to boost signed up users, in order to achieve their organisational values of creating a great place to work. These aspects should be constantly reviewed as they impact both the organisation and internal communication function, influencing both the communication elements and the desired outputs.
Once the two elements criteria have been met, this will achieve improved internal communication. The primary data analysis tested the hypothesis as to whether enterprise social networking had a significant impact on internal communication, the two factors measured within the internal communication function was employees engagement and collaboration. Therefore, they have been included as two of the main outputs for achieving the discussed elements. Melcrum (2015) also identified outputs of improved internal communication to be increased customer satisfaction, which is relevant to many industries.
But why should managers want to improve internal communication within organisations? As discussed in the literature, Watson (2010) identified effective communication as a leading indicator of financial and overall business performance -this includes achieving key performance indicators. Therefore, if an organisation wishes to improve internal communication in order to enhance business performance, traditional communication and enterprise social network adoption elements should be combined to achieve this result.
Conclusions
The research aim and developed hypotheses aimed to test whether there was a significant impact between internal communication and enterprise social networking. This was tested through the formation of eight sub-hypothesis and analysis of data from the survey. The study showed that there were positive correlations between each of the key success factors of using enterprise social networking and internal communication. This implies that enterprise social networking is a tool which can be utilised to improve internal communication between employees.
This backs up the model formulated in the literature review (see Figure 4) , which suggests that enterprise social networking can be used as a tool to improve internal communication, which will result in improved business performance. However, as identified in the previous literature, many organisations struggle to encourage employees to engage and embrace social media use within organisations (Cardon and Marshall, 2015) .
Finally, an adoption model has been developed, involving six different steps. This is an incredibly useful model for companies to use it as a tool in the future if they consider adopting social networking software. Also, the adoption model could be used as an assessment tool by a company to assess if the ESN system was properly providing all the functionalities it should be, risks were being managed and the adoption model was followed successfully, internal communications would be significantly improved.
